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Every tourism destination is seek to attract more tourist due to the increasing 
competitiveness of tourist markets. Destination branding is not yet fully used in the 
tourism sector of Kuching despite of it advantage. This study aims to investigate the 
branding perspective for the case of Kuching Golden Triangle based on a model of 














Penjenamaan destinasi ini masih tidak digunakan sepenuhnya di Kuching walaupun ia 
telah mencipta imej positif tertutama melalui sektor pelancongan yang semakin 
berkembang pesat. Kajian ini bertujuan untuk mengkaji perspektif penjenamaan kes 
Golden Triangle Kuching berdasarkan model penjenamaan destinasi pelancongan 
















Chapter one provided the brief introduction of study background, problem statement, 
research question, objectives of the research, significance of study, and scope of study, 
term and definition. 
Defined by the World Tourism Organization in 1994, tourism is the “activities of 
individuals staying outside their usual environment for business, leisure and others 
purposes with duration not more than one year” (Middleton et al., 2009). The 
International tourism industry has proven to contribute a large revenue to numerous 
developing nation. It significance grown has representing the fastest growing industry 
and exerting various influential roles since 1950. Due to the increasing 
competitiveness of tourism market, the concept of destination branding is emerging to 
overcome the competition among other destination around the globe. 
Cai (2002) stated that destination branding arise to be one of the most enthralling 
approach available to destination marketers and advertisers looking a competitive 
advantage. According to Morgan et al. (2003) brands encourage belief, stimulate 
emotions and influence behaviours through the creation of perceived uniqueness. It is 
discovered that a destination brand can provide information which allow a tourist to : 
(1) differentiate and compare it from other destinations, (2) identify a destination,  (3) 
create expectations about the experience offered by the destination, (4) consolidate and 
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(5) correct their perceptions of the destination visited (Bosnjak, 2010). Stating that a 
destination brand brings numerous advantages as mentioned above, it is only effective 
when a well-defined management of its destination perception is implemented. Quintal 
et al. (2014) also explained that identification of destination attributes and risks are 
involved in creating a destination image for potential tourist attraction. Thus, it is a 
responsible for destination marketers to come with well-rounded strategies in order to 
target a destination to specific market segment through the identification of it 
attributes. 
Without doubt, every tourism destination around the globe is seek to attract more 
tourist prior to the increasing competitiveness of tourist markets. Although the concept 
of branding has been widely employed on products and service in the markets, 
destination branding is still a new concept. It should also be emphasised that history, 
culture, landmarks, cuisine, leisure and people are of common attractive traits to 
reinforce tourism marketing in order to stand out among the competitors. Generally, 
destination branding is an arrangement of marketing activities aiming to promote the 
different dimension of destination attributes. 
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1.1 Research Background 
 
Kuching Golden Triangle region has turned into the business centre and has been 
transformed into the main vacation destination which encompassed of Waterfront, 
Carpenter Street, Indian Street and Padungan. 
Suitably called The People Place, Kuching Waterfront is a riverside walk of 1.3km 
connecting the inn area with downtown Kuching which provide space to enjoy and be 
entertained. It is 'self-contained' with offices for diversion, relaxation, refreshment, art 
appreciation and social satisfaction (SEDC Tourism, n.d.).  
In the heart of Kuching Waterfront or to be known Main Bazaar, Carpenter Street and 
Indian Street today demonstrates that most of the buildings there still retain their 
original facade which preserved years by years whilst new form of entertainment is 
emerging. To the east, Padungan Road is presently a mainstream area for the 
individuals who lean toward a relaxing atmosphere where they appreciate an extensive 
variety of choice for food and beverages from the rows of bistros and lounges in the 
vicinity. 
Numerous tourists can be spotted there and is of highly accessible area by walking. 
Many hotels and city highlights are available at Kuching Golden Triangle; provided 
that most of the local cuisine, historic architecture, souvenirs, perfect city sight view 
can be explored here. At night, the Golden Triangle turns into a walk where you can 
wine and dine al-fresco in different style of cafes and restaurants.  
Worth to mention, an ambitious Kuching Waterfront expansion project is undertaking, 
which includes huge area recovery along the Sarawak River that will change the city's 
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brilliant triangle into a dynamic relaxation and entertainment centre point, making it a 
place of commercial value (Wong, 2013). 
Nevertheless, a main concern is that a country’s cultural heritage including noteworthy 
destinations, structures, cultures and other significant resource are distinct elements 
which help to generate income. Tuah (2015) explained that achieving an ideal balance 
between the development of a modern day lifestyle, infrastructures, and structures, and 
preservation of tradition, culture and building design is discriminating to guarantee the 
allure of destination. Hence, it is significantly important to retain the spirit of Kuching 
Centre as the tide of development and modernity constantly sweep outside from the 
Kuching Golden Triangle. 
In order to achieve this, branding allows preservation of these assets, and it is essential 
to retain these assets even when globalization gallops. Schaar (2013) explained that a 
strong brand reduce it substitutability in a saturated tourism market as well as to 
insulate itself from the competition of similar destination 
As mentioned previously, the concept of branding used to recognize tangible products. 
Backhaus and Tikoo (2004) explained that products, services, organizations and areas 
were applied to this concept in order to be identified by it complex and virtual nature. 
Stating that the arrangement of this attributes should be carried carefully, the 
improvement of brand names are able to exert the destinations' competitive edge of 
Kuching Golden. The criteria is that the tourism parties need to make branding 




Figure 1: Maps of Kuching Golden Triangle, Kuching, Sarawak 
Source: SEDC Tourism (n.d). 
 
As shown in Figure 1, the highlighted region denotes the location of Kuching Golden 
Triangle. The illustrated triangle, however, is not the exact Golden Triangle region as 
several places of interests are sprouted outside, which considerably made the construct 









Each location of Kuching Golden Triangle has its own characteristics as an attractor. 
Table 1 presented the potential Unique Selling Proposition for each categorised 
location which are deemed as popular highlight in Kuching Golden Triangle. 
Potential Unique Selling Proposition (USP) 
Carpenter Street & 
Indian Street 
 
Mooncake festival,  
Chinese Temple, 
Local Cuisine, Dressing & Spices 
Souvenir, antique and handicraft shops, 
Craftsmanship, Mural art,  
19th Century Chinese shop houses,  
Old-fashioned coffee shops, Textiles goods 
 
Kuching Waterfront New Sarawak State Legislative Assembly (DUN),  
Ragatta, Sampan Boat trip, Sarawak River Cruise, 
Esplanade landscape 
Tua Pek Kong Temple (1843/1876),  
Chinese Mesuem, The Astana, Fort Margherita,  




Pubs, Bar & Bistro,  
Local Food, Local Desserts,  
Cat Statue: Great Cat of Kuching & Cat Statue  
(Hotel Grand Margherita) 
  





1.2 Problem statement         
In this research study, a destination brand will be designed for the Kuching Golden 
Triangle region (KGT region). There was no branding of the Golden Triangle, and 
therefore, it turned out to be a good opportunity to create a destination branding as 
tourism marketing associations in Kuching have no awareness with the concept and 
idea of destination branding.  
In Kuching, throughout the years, the older part of Kuching city has gone generally 
calm as its customers are pulled away by the alluring modernisation going ahead 
throughout the rest of the city (Tuah, 2015). Kuching Golden Triangle is appeared to 
be possibly fading with the closure of Sarawak Plaza and Tun Jugah. In addition, 
Kuching shopping centres are scattered around Kuching. After the finishing of 
Boulevard stage 2, CityOne and ST3 as well as the forthcoming Vivacity Megamall, 
Kuchingites feel it is unnecessary to go to city centre. Chai (2012) stated that the city’s 
Golden Triangle was the place for the young and old in few decades ago. However, 
the mushrooming development of malls outside of the Golden Triangle has changed 
this scene gradually. The government particularly the tourism industry should plan to 
make the Golden Triangle livelier. Subsequently, different undertakings are as of now 
in progress to resuscitate the old segment of Kuching to fulfil the younger market's 
demand as well as to draw back the business sector and in addition to help the tourism 
aspect of the area (Tuah, 2015).  
Besides, the identity that Kuching projected in the current tourism print campaign is 
not solid and without specific direction in conveying the Kuching Identity. The 
objective is to give Kuching Golden Triangle a destination brand and differentiate from 
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the others region as well as to showcase and preserve its way of life, history, food, 
natural landscape and arts to the local and foreigner.  
1.3 Research Questions 
The research questions of this research are listed as below: 
i.) Whether a destination brand image exists for KGT region exist? 
ii.) What is the brand identity should KGT region be given? 
iii.) What destination brand design is suitable to showcase and promote the 




1.4 Research Objectives: 
The objective of research would be categorised into general objective and specific 
objectives. 
1.4.1 General Objectives:  
The general objective of the study is to create a Destination Brand of Kuching 
Golden Triangle, Kuching, Sarawak. 
Specific Objectives: 
i.) To identify a suitable brand identity that is typically used for destination 
branding for the case of Kuching Golden Triangle.  
ii.) To determine the destination brand image of Kuching Golden Triangle. 
iii.) To design and provide the responsible sectors the new and suitable destination 
brand design that can reflect and promote the identity of Kuching Golden 
Triangle. 
 
  
